The relationship between perceived values; customer satisfaction and customer repurchase intention of organizations toward tour choice in Ho Chi Minh City (HCMC) was defined in this study. In addition, this study also identified the impacts of the five independent variables of tangibles, assurance, empathy, reliability and responsiveness and the intervening variables of perceived value and customer satisfaction on repurchase intention. Quantitative research was conducted by questionnaire with 300 middle and small organizations in HCMC, with variety of statistical techniques; including factor analysis, multiple regression analyses and path analysis to find the relationship between independent and dependent variables. Based on the results, the study suggests the fact that a higher perceived value would lead to a higher customer satisfaction. When consumers feel satisfied with services, they feel the choice was correct, which increases the customer's confidence and intention to repurchase the service in future.
Introduction
Tourism is an important industry in Vietnam. Vietnam used to be an agrarian country, but now, it has transformed into a service economy. Nowadays, around 33% of gross domestic product is created by services, which include the hotel, catering and transportation industries. Besides, other industries contribute smaller shares which are the manufacturing and construction (around 28%) agriculture and fisheries (around 20%) and mining (around 10%). Meanwhile, travel contributes 4.5% in gross domestic product (year 2007) . There is a growing rate of foreign domestic investment (FDI) projects poured into tourism. After heavy industries and urban development, foreign investors have focused on tourism industry, particularly in the hotel projects. With big potential, since 2001, tourism industry in Vietnam has been expanded by the government to be the leader in the national economic. Moreover, visitor arrivals in Vietnam have continued to increase in recent years. In 2008, Vietnam faced with 4.218 million worldwide travelers but in 2009 the number was 3.8 million, down 11%. In 2012, Vietnam had 6.84 million visitors. This might have been a 13% increase from 2011 which is about 6 million international visitors, and also was raised around 2 million visitors related to 2010 figure. In 2014, Vietnam was the host for more than 7.8 million international tourists, which is an increase of 2.1 million compared with arrivals in the year 2000. It means that tourism was a big potential industry and created many opportunities for businesses. In recent years, there have been more and more company organizes' tour for their customers and employees. In fact, some companies in Ho Chi Minh City have organized around 1 -5 tours for internal staff and external customers per year. For example, Holcim Vietnam Ltd. has organized 2 tours for bid distributors, around 20 tours for small retailers and from 5 to 10 tours for internal staffs in year 2015. Besides, Keycom Communication has provided 2 tours for internal staff in year 2014 and year 2015. Some other companies like People Link Ltd. Saigon Wedding Co. have organized at least one tour per year for internal staff. While Vietnam Tourism Industry is huge and there are many tour companies available. In the list of big tourist agency, we can easily learn about some names such as Vietravel, Saigon Tourist, Ben Thanh Tourist, Fiditour, Du Lich Viet, etc . Some other smaller companies such as Lua Viet Tour, Sac Viet Tour, Viet Tour, TST Travel Company are also developing such services. Therefore, there is a need to determine and comprehend the factors affecting the repurchase intention towards tour choice which would help in offering distinguish services to the consumers. In the tourism industry, group travel was known to be the main issue, and travel vendors have normally played a critical role in providing packaged services to potential tourist's time by time (Klenosky & Gitelson 1998; Tepeci, 1999; Jin et al., 2012) . Nowadays, there is a huge competition in the travel industry and it is crucial for researchers to learn more about the factors affecting the construction of tourists' intentions to repurchase a tour from a travel agency. Although there has been abundant evidence in the literature review that perceived value, service quality, and customer satisfaction all contribute important roles in defining tourists repurchase intentions; disagreements remain as temporary factors that are the most striking that influence repurchase intentions. The current research, employing nominal historical data, gives a good chance to reconsider the relationship in the tourism industry. It contributes to the existing literature in three ways.
 Firstly, it states that any increase in perception of service quality and perceived value leads to a higher customer's satisfaction, in turn increasing in tourists' intentions for future repurchase.  Secondly, perceived service quality and perceived value are significant antecedents of customer repurchase intentions; direct links as well as indirect links via customer satisfaction between these two variables and repurchase intentions are supported in this research.  Thirdly, in terms of service quality, while assurance, tangible and reliability just affect repurchase intention via perceived value and customer satisfaction, empathy may have direct effect to the customer repurchase intention.
Literature Review

Customer Repurchase Intention
Repurchase intention (RI) is determined as the individual's judgment about obtaining a service one more from the first time (Zeithaml et al., 1996) . We argue that repurchase intention is one of the most important dependent variables in any system of relationships designed to establish management understanding and enhanced strategic planning and service delivery. Some scientists see an individual's goal to repurchase as one aspect of attitude (Zeithaml et al., 1996) . Others stated that it was something different from attitude, for example, as a specific type of volition that changes the state of mind into real reactions (Bagozzi et al., 1989; Soderlund et al., 2001) . Behavioral intentions were intermediated by the effect of both attitudes and normative factors on behavior which was proposed by some social analysts (Ajzen & Fishbein, 1975) . For this reason, the managers see a trend to identify how an individual's intention to repurchase is created abstractly and what factors affect that process in realistic.
There are many theoretical frameworks and empirical evidence in both the tourism industry and business literature showed that perceived quality, perceived value, and customer satisfaction are different factors which lead to repurchase intentions (Taylor & Baker, 1994; Zeithaml, 1988) . The comprehensive arguments and evidence on the relationship among these three factors and repurchase intentions are discussed in the following parts.
Factors that affect Customer Repurchase Intention
Service Quality
Service quality is generally inferred to the attitudes relevant to outstanding nature of a service (Li & Song, 2011) . Assessing the quality of service is a critical input for the customer decision process (Zeithml, 1988; Dodds et al., 1991) . Service quality has long been playing a significant role in the competitive advantage of a company. We also focus on assessing the reflection of customer perceptions about specific dimensions of service: reliability, responsiveness, assurance, empathy, tangibles (SERVQUAL instrument, Parasuraman et al., 1988) . Reliability is the ability to perform the guarantee service in a faithfully and accurately. Responsiveness is the preparedness and willingness of employees to help customers by providing efficiently timely services. Assurance is the knowledge and sympathy of employees and their ability to bring trust and confidence. Tangible is the presence of physical facilities, equipment, personnel and communication materials. Empathy is to provide care and attention to each customer. Another study shows that it is the extras or peripheral services leading to perceived value (Anderson & Narus, 1995) .
Perceived value
Perceived value is the process to evaluate its usefulness of a service based on the perception of received and given (Zeithaml, 1988) . A basic framework for the conceptualization of perceived value was first proposed by Dodds and Monroe (1985) and further developed by Zeithaml (1988) . Like suggested by Zeithaml, customers have many different views in evaluating value. For example, low-cost is valuable for some customers but not others. While value different definitions of all deserve, the majority of literature focused on the most basic version, which is "value is what consumers get when they give" (Zeithaml, 1988) . In particular, perceived value for a product or service apprehends the quality received corresponding to the price acquired (Zeithaml Holbrook 1994) and customers usually take prices and quality into account when they hit the value (Chan et al., 2003) .
Customer Satisfaction
They believe that customer satisfaction is closely linked to the attitude which is expected to predict repurchase intention (Anderson & Mittal, 2000; Reichheld, 1996; Anderson et al., 1994; Fornell, 1992) . Therefore, customer satisfaction is a valuable outcome of excellent marketing field (Malthouse et al., 2004) . Analytically, strong positive association between customer satisfactions and repurchase intentions in the context of both consumer's goods and services has been found by many researchers in the marketing field (Taylor & Baker, 1994) . In a list of critical studies on the development of national or regional customer satisfaction indexes, satisfaction has been found to be the most essential construct directly leading to customer loyalty, which covers different dimensions such as customer repurchase intentions, word of mouth, and price increase tolerance (Anderson et al., 1994) .
2.3. relationship among customer repurchase intention and nominated effect factors 2.3.1. relationship between service quality and perceived value
When external services are proposed to distinguish one service from a competitive service by creating value (Anderson & Narus, 1995) , it is expected that a positive relationship exists between quality of the services of external services and perceived value, positive emotional evaluation results from cognitive value (Liljander & Mattsson, 2002) . Consumers' measure expected performance of the core service or product cores for the actual product or service they received and decide how their value has been received. The high level of quality is found to be the premise of the high level of perceived value. This leads to the following hypothesis:
H1: Reliability influences positively on perceived value.
H2: Responsiveness influences positively on perceived value.
H3: There is a significant effect of assurance on perceived value.
H4: There is significant effect of empathy on perceived value.
H5: There is significant effect of tangibles on perceived value.
relationship between perceived value and customer satisfaction
Many researchers have found that perceived value may have a direct and encounter-specific relationship with customer satisfaction Sheils & Sweeney, 1999) . Brady and Robertson (2001) stated that repurchase intention was associated with consumer satisfaction. Komori and Bolton (1991) showed that such relationships exist because of the impact of specific trading customer satisfaction on service quality. This study supports the role of customer satisfaction as the mediator of perceived value and intent to repeat purchase and customers embraces the strong experimental evidence for customer satisfaction of perceived value and repurchase intention relationship. Therefore, in this study, we propose the following:
H6: There is a significant effect from perceived value on customer satisfaction.
relationship between customer satisfaction and repurchase intention
In the marketing services literature, many studies have stated satisfaction is a key factor of repurchase intentions (Zeithaml et al., 1996) . In tourism industry, the relationship between satisfaction and repurchase intention has also been widely proved in variety areas as cruises golfing island tourism heritage tourism rural tourism restaurants and lodging (Lee et al., 2004; Prayag & Ryan, 2012; Chen & Tsai, 2007; Su & Hsu, 2013; Loureiro & Kastenholz, 2011; Liu & Jang, 2009; Malhotra et al., 2009 ). Based on the previous results, the below hypothesis is proposed:
H7: There is a significant effect of customer satisfaction value on customer repurchase intention.
The direct and indirect relationship among customer repurchase intention and nominated factors
The mixed findings of service quality research determined the direct and indirect effects of service quality to customer satisfaction and repurchase intention. Both these pathways are then critical in inclusive modeling and are included here for testing the result. The service quality construct requires greater attention of content components (such as core and supplementary dimensions) and measurement to ensure adequate testing of customer requirements, service-oriented provider in a service context (Brady & Robertson, 2001) . We proposed that:
H8: There are the direct and indirect effect of independent variables (reliability, responsiveness, assurance, empathy and tangible) on customer satisfaction.
There used to be arguments on the casual relationship between perceived service quality and consumer satisfaction (Cronin & Taylor 1992; Bitner &Hubbert 1994) . One institute develops a thought that quality perception is a constant attitude and includes the current level of satisfaction (Parasuraman et al., 1988) ; therefore, service quality has to be seen as a superintend construct under whereby customer satisfaction is a component. In contrast, Cronin and Taylor (1992) , stated that satisfaction is the superintend construct and quality is a component of the process composing the satisfaction intuition. As mentioned by Ekinci and Riley (1998) , the arguments focus on separation of quality products from the satisfaction of inexorably related to the concept of satisfaction. Nowadays, researchers in marketing have services to the general advanced congruence on the basis of the difference between quality and satisfaction, where the satisfaction is relevant to the response reflects an emotional state of our clients of mind is made when they are exposed to an experience, while perceived quality service is an evaluation of attributes of a service which is mainly controlled by a provider (Baker & Crompton 2000) . So, quality should be an antecedent of customer satisfaction (Anderson et al., 1994) .
In the field of tourism industry, Ekinci (2003) also claim that quality as one antecedent of customer satisfaction, which is linked between service quality and the intention of behavior. Service quality consciousness is discovered as affecting the intention to repurchase intention in a number of studies, such as Baker et al. (2002) , Lee et al. (2004) . However, it is still a confusion about whether service quality has directly or indirectly associated with repurchase intention variables via some intermediated variable such as customer satisfaction. For example, Baker and Crompton (2000) investigated the relationship between quality and satisfaction in a festival context and found that the awareness of high-quality service not only strengthen customer satisfaction but also encourages increased re-visitation from positive worth of mouth. Other studies, recognizing the impact of the quality of the service on the repurchase intention stated that satisfaction is an intermediate variable between service quality and repurchase intention (Ekinci, 2003) . Thus, in this study, we will find out:
H9: There are direct and indirect effects of independent variables (reliability, responsiveness, assurance, empathy and tangible) on customer repurchases intention. Zeithaml (1988) further showed that perceived quality which leads to perceived value and purchase intentions. Bojanict (1996) suggested that perceived value is one of the most arresting elements of intent on buying and repeat visit. Zeithaml (1988) also reported that perceived value in hotel industry had a positive association with re-visitation. While a direct link between perceived service value and repurchase intentions is found to be significant, Ekinci et al. (2003) debated that influence of service value on repurchase intentions was mediated via satisfaction; that is, satisfaction is a partial mediator in the service value and repurchase intentions link. Thus, the following hypothesis was proposed in the study:
H10: There are direct and indirect effects of perceived value on customer repurchases intention.
Conceptual Framework
Jin et al. (2012) contributed to the existing literature in three ways. First, it confirms that a higher perception of quality of service and value could contribute to a higher level of satisfaction of tourists, thus increasing traveler intentions for future patronage interest. Second, although the perceived quality of service and value is well known premise of intent to repurchase, a direct link between these two variables and repurchase intentions are not supported in this study. Instead, the link indirectly through satisfaction was found to be significant, which has always been supported by all the 9 years of survey data. Perceptions of service quality and perception of value is a measure of tourist awareness of the services provided for a special travel package, while assess satisfaction is driven more emotions (Anderson et al., 1994) . The findings from this study indicate that tourists' emotions are stricter measure than the reaction in shaping perceptions of tourists' intention to redeem in the future. Third, some previous studies have also considered the judgment visitors to compare the relative impact of service quality, value and satisfaction as a result of the next turn (Lee et al., 2003 (Lee et al., , 2007 (Lee et al., , 2013 , which may be one reason may be inconsistent results were previously reported on indirect data links between quality of service and value are mediated by satisfaction. The simultaneous inspections of the relationship between the two variables is defined in the current research.
Perceived Quality
Tourism Satisfaction Repurchase Intentions Based on Jin et al. (2012) and as comprehensive examination of theories previously, we will be able to build a conceptual framework to determine different factors that affect customer repurchase intention toward tour choice which are service quality included reliability, responsiveness, assurance, empathy, tangibles and relationship between those factors with perceived value which leads to customer satisfaction and customers repurchase intention (See Fig. 2 ). Research sample quantity depends on methods of statistical analysis which is factor analysis exploring (EFA) used in this current study. To use EFA, the sample has to be large enough. Many previous studies stated that sample needed is usually equal to at least five times of variables in Exploratory Factor Analysis. The ratio of observation/ transform measuring in analyzing EFA is 5:1, which means that a measure minimum needs five observing. So, based on the number of variables observed in this study, the number of samples needed to analyze factors have to get at least 125. In addition, in this study, regression analysis was applied to test the hypothesis and models study. To achieve the best results in regression analysis, sample size has to satisfy the formula is n ≥ 8p + 50, where n is sample size and p is the number of independent variables of the model. Thus, in this study, we needed to choose sample size big enough to satisfy both conditions: analysis factor EFA and regression analysis. The corresponding scale theory contains 25 independents and 15 dependent variables, number of samples minimum was: n > = max (25 ×5; 8 ×15+50) = 170 samples So, the minimum sample size is 125 samples. Nevertheless, for the best result with variety samples, the study aimed to delivery question for 300 small and middle organizations in Ho Chi Minh City.
Perceived value
Research instrument and data collection
Questionnaire design was started first with the development of a solid theoretical framework. From secondary data, the theory was gathered and analyzed. After the theoretical basis already in hand, the questionnaire was set. The questions were accordingly raised to ensure the reliability and validity of all the size of the study. Most of the questions were built on a five-point Likert scale ranging 1-5, equivalent to strongly disagree, disagree, neutral, agree and strongly agree respectively. As the instrument of primary data collection, a structured questionnaire (i.e. questions that indicate the response plans and response formats (Malhotra et al., 2004; Gallarza et al., 2011) , was used to collect qualitative data the amount required. By using selfmanaged surveys, respondents could answer the questions without any fear of the interviewer or administrator. Moreover, we were enabled to control the situation when answering the questions (Burns et al., 2000) .
Data analysis
Validity and Reliability test
Cronbach's Alpha coefficient was used to assess the reliability of the scale. Nunnally and Bernstein (1994) stated that a scale was reliabile when it varies in the range [0.7-0.8], if the coefficient is greater than, 0.6 is acceptable scale. After checking the reliability of the measuring scale, factor analysis was conducted to explore the data. Extract method was chosen to be the factor analysis method of principal components with varimax rotation. A number of criteria that should interest researchers in Exploratory Factor Analysis (EFA) as (Pallant, 2005) :  Among the factors (Factor loading) of each observed variable ≥ 0.5; however, some factors ≥ 0.4 can also be accepted in the case of the observed variables measuring the content of important value. The difference between the weights of a variable factor observed between ≥ 0.3 to create value to differentiate between them (Jabnoun & Al-Tamimi, 2003) .
Regression analysis
Multiple linear regressions were often used to test and explain the theory of causation. In addition to the function as described, a multiple linear regression was used as the conclusion to test the hypotheses and predictions of the value of the overall study. So, for this research, multiple linear regressions were the appropriate method to test the research hypotheses. When explaining the regression equation, the researchers have to focus on the multi-collinearity phenomenon. Many issues arise when multi-collinearity phenomenon exist, for example it could increase uncertainty in the calculated beta coefficient, regression coefficient generating marked contrast with what researchers expected and T-test results have no statistically significant while the F-test results for general model has statistical significance. Degree of acceptance (of Tolerance) and the variance inflation factor (VIF) which quantifies how much the variance is inflated is usually used to measuring this phenomenon. If the VIF is larger than 10, the variables are strongly correlated. To avoid multi-collinearity phenomenon, the VIF have to be smaller than 10. 
Repurchase Intention
We are confident when choosing this tour company next time REPUR1 Choose this tour agents again in the future REPUR2 We will work with this company in next time REPUR3 We will recommend this tour company for others REPUR4 We will encourage others to use this tour REPUR5
Findings
Descriptive statistic
Regarding to company joining this survey, there are about 42% private company which is the largest sample of this study. Besides, foreign company stands in second position with 35% and lastly, the government company accounts for 23%. Fig. 3 . Percentage of kind of company joining survey Fig. 4 . How many tours your company organizes in one year?
About the quantity of tours that each company joining survey organized every year, about 81% of the companies had at least 1 from 5 tours per year and just about 19% company had more than 5 tours per year.
Reliability and Validity Test
To evaluate the reliability, conversion and discriminant value, Cronbach's Alpha and Explore factor analysis techniques were performed. A good scale reliability is good when it varies in the range [0.7-0.8], however, if Cronbach's Alpha > = 0.6, scale is acceptable in terms of reliability (Nunnally & Berntein ,1994) . Table 2 indicated all variables satisfied the given criteria of reliability.
Independent variables analysis
Next we came to the EFA stage, the result was that there were 5 components extracted, total variance extracted = 66.570%, it showed that the five components explained 66.570% of the data variability. In addition, the indication of Kaiser -Meyer -Olkin (KMO) was 0.749 >0 .6, and the Bartlett's Test of Sphericity had Sig. = 0 (< 0.05), it signifies that there was the connection of five factors; they are suitable with the case of factor analysis. Therefore, the Exploratory Factor Analysis method seemed to be useful for this research.
With the final rotated round, thirteen items are gathered into five components shown in Table 3 . 
Dependents variables analysis
There were 3 components extracted, total variance extracted = 62.096% and it showed that the three components explained 62.096% of the data variability. In addition, the indication of Kaiser -Meyer -Olkin (KMO) is 0.814 >0 .6, and the Bartlett's Test of Sphericity had Sig. = 0 (< 0.05), it signifies that there was a connection of three factors According to Table 7 , the results indicate the direct and indirect effect among nominated variables and customer repurchase intention as follows: The results of multiple regression analysis show that the perceived value is associated with five important predictors: assurance (β= .185, p < .05), tangibles (β=.120, p <.05), empathy (β=.135, p<.05), reliability (β=.0133, p<.05) and responsiveness (β=.0079, p >.1). Based on beta indicator and p value, four out of these five factors directly affected the perceived value and then perceived value directly caused an effect on the customer repurchase intention with (β = .263, p < .001). Therefore, through the intervening variable of perceived value, the factors of assurance, tangibles, reliability and empathy created indirect effects on the customer repurchase intention with (.048), (.031), (.035), and (.035), respectively. These findings indicated that the existence of assurance, tangibles, reliability and empathy had significant positive effects on perceived value and customer repurchases intention. Thus, this study argues that as assurance, tangibles, reliability and empathy are present in a greater amount, the perceived value and customer repurchase intention are likely to be greater.
Regression Analysis of Customer Satisfaction Dimensions
Customer Satisfaction
The result of multiple regression analysis showed that the customer satisfaction significantly was related to four important predictors: responsiveness (β= .071, p > 0.5), tangibles (β=.082, p >. 05), empathy (β= .103, p>.05), reliability (β= .041, p >.05), assurance (β=.129, p<.05), perceived value (β=.289, p<.001). Based on beta indicator and p value, two out of these six factors directly affected the customer satisfaction and then customer satisfaction directly caused an effect on the customer repurchase intention with (β = .214, p < .001). Therefore, through the intervening variable of customer satisfaction, the factors of assurance and perceived value created indirect effects on the customer repurchase intention at (.027) and (.06), respectively. These findings indicated that the existence of assurance and perceived value had significant positive effects on customer satisfaction and repurchase intention. Thus, this study argues the higher quality level of assurance and perceived value is, the greater the perceived service quality and customer satisfaction are.
Direct effects of Customer repurchase intention
In order to explore the direct effects of the independent and intervening variables on the customer repurchase intention, the result of multiple regression analyses show that the customer repurchase intention was directly affected by three factors: empathy (β=.167, p<.05), perceived value (β=.214, p<.05) and customer satisfaction (β=.263, p<.001). Table 7 summarizes the effects of the independent variables (Assurance, Tangible, Reliability, Empathy and Responsiveness) together with Perceived value and Customer Satisfaction on the dependent variable (Repurchase Intention) of this study. Regarding the total effects, the Perceived value factor had the strongest effect on Repurchase Intention with β = 0.263. Next is the Customer Satisfaction with β = 0.214. The factor of Empathy was ranked at third with β = 0.202. This means that Assurance, Tangible, and Reliability had a low effect on the Repurchase Intention. The total effect of these factors on Repurchase Intention was 0.169. Regarding the direct effects, the Perceived value had the strongest impact of the Customer repurchase Intention with β = 0.263. Next is the factor of Customer Satisfaction with β = 0.214, and lastly, the Empathy features with β = 0.167. The total of direct effects of all these independent and dependent variables on the main dependent variable of the study was 0.644. Regarding the indirect effects, the Assurance had the strongest indirect effect on the customer repurchase intention with β = 0.087, followed by the Reliability with β = 0.043., next by Tangible with β = 0.039. The last factor was Empathy features with β = 0.035. The total indirect effect of the independent variables on the Customer Satisfaction was 0.204.
Total Causal Effects of the Customer Satisfaction
Hypotheses Summary
The following summarizes the results of our investigation. Hypotheses Significant effect H1: There is a significant effect of reliability on perceived value No supported H2: There is a significant effect of responsiveness on perceived value No supported H3: There is a significant effect of assurance on perceived value No supported H4: There is significant effect of empathy on perceived value Supported H5: There is significant effect of tangibles on perceived value No supported H6: There is a significant effect of perceived value on customer satisfaction Supported H7: There is a significant effect of customer satisfaction value on customer repurchase intention Supported H8: There are the direct and indirect effect of independent variables (reliability, responsiveness, assurance, empathy and tangible) on customer satisfaction.
Partially Supported
H9: There are the direct and indirect effect of independent variables (reliability, responsiveness, assurance, empathy and tangible) on customer repurchases intention.
H10: There are the direct and indirect effect of perceived value on customer repurchases intention.
Partially Supported
Conclusion and Recommendation
Conclusion
The study has been succeeded to examine different hypotheses of the survey. The direct and indirect effects of the customer repurchase intention were argued and interpreted to get a clear answer and obvious proof to the entire research hypotheses. Explanations and recommendations are given depending on the literature review and the empirical findings of the research. The application of this study provides both theoretical and practical contributions to customer relationship management field. The results of this study stated that not all factors have direct and indirect effects on the customer repurchase intention. Future research should apply the model in other contexts with more meaningful statements for each variable or elements of the customer repurchase intention.
Recommendation
Perceived value is important for consumers. An increase in reliability leads to a higher perceived value of consumers. This is a useful tactic for companies to gain better favor of their consumers. One of the ways to have a higher reliability in consumer perception is to focus on consumer services. Based on this research, it is very important that a company keeps her promises made to her consumers. Hence, the company should have good training courses for staffs to let them understand what they can communicate and what they should not do to consumers, to avoid any unwanted expectation from consumers. In addition, the company should sincerely spend time and effort to understand an issue of consumers and must be willing to solve a problem on time. Particularly, a meeting among related departments can be held to understand the root cause of the problems. This would help to improve the current system and to avoid the issue happening to our clients again.
The finding in this research also showed that responsiveness does not have a significant impact on perceived value. This would help to let a company know where they should put their focus and investment on. Regarding customer service, the speed in responsiveness might not be crucial to consumers. Hence it is important to guide the company focus on quality than on speed. For example, if a consumer approaches with a concern, the staff should spend time to find the most accurate information for a consumer rather than provide a quick but untrusted answer. On the other hand, if a consumer has many requests that the company could not satisfy them all, the travel agency can focus on providing best solutions to some of the request, and give proper reasons for the left that they could not response.
Contrary to responsiveness, assurance is highly positively related to perceived value. A company should let consumer have peace of mind when they are using the services. The expertise level of staffs definitely plays a key role in this case. The company should provide good courses to let them understand clearly about pros and cons of the products, the most updated news in the industry, and common concerns of the target consumers. Hence, anytime consumers approach them, the staffs are ready to provide appropriate and accurate information. Also, the other way to convince consumers about our assurance might be a detailed contract with terms that can protect both of parties in the unfavorable condition. In this case, consumers definitely have a higher confidence in the transaction since they know they are secured by the commitment of the company. Besides the assurance and reliability, tangible assets are also shaping perceived values of consumers towards a company. The company should invest on appearance of their office, particularly whether employees are neat and professional, or whether physical facilities are visually appealing. Importantly, awards and certificates would definitely play a key role in convincing consumers about the quality of the product. Moreover, a wide range of payment methods also make a good impression on consumers. Paying attention to customers' requirement and prioritizing their benefits would enhance competitive advantage of the company. A corporate consumer needs a company to understand their specific needs and provide the right solutions and services to them. For example, if the consumer is in different time zone, they look for a company who can serve them outside of the working hours in the country that provides services.
The above operation and marketing activities are recommended in order to serve one main purpose, which is a higher perceived value of consumers. It is due to the fact that a higher perceived value would lead to a higher customer satisfaction. When consumers feel satisfied with services, they would feel the choice that they have made is right. This would affirm their confidence and intention to repurchase the service in the next time. So, to attract and retain tourists, travel agents should be essentially oriented quality and maintain a passable level of service quality. However, a mind-set quality may not be enough in a business environment competitive. A mind set of quality management oriented intensive focus on the internal processes of a company. To become a competitive player in the market, however, a travel agent needs to be more customers focused. For this purpose, emphasis on quality improvement should be extended to customer satisfaction because satisfaction is a prerequisite immediately affected more than the intentions of tourists to buy back. In other words, design and provide excellent quality of service is not the ultimate goal of a service company. Instead, businesses need to be able to be aware about improving customer quality. Thus, a higher priority should be given by the travel agent to enhance the satisfaction of tourists.
